The purpose of this research is to find out the influence of social media marketing on student loyalty, to find out the influence of social media marketing on institutional image, to find out the influence of institutional image on student loyalty, to find out the influence of social media marketing on student loyalty through institutional image, to find out the influence of social media marketing on trust, to find out the influence of trust on student loyalty, to find out the influence of social media marketing on student loyalty through trust, to find out the influence of (institutional) image on trust. This research is categorized as explanatory research. The population is bachelor degree students (S1) of five faculties at Budi Luhur University Jakarta who are at least already on their 4th semester. The data is collected using questionnaire which reliability and validity are tested for 30 respondents. The research sample is using purposive sampling with total of 110 respondents. The data is analyzed using Structure Equation Modeling (SEM) which consists of measurement model and structural model of AMOS program. Based on the research result, it can be concluded that social media marketing influences student loyalty, social media marketing influences institutional image, institutional image influences student loyalty, competitive advantage does not mediate the influence of social media marketing on student loyalty, social media marketing does not influence trust, trust influences student loyalty, and institutional image and trust do not mediate the influence of social media marketing on student loyalty.
Introduction
The concept of loyalty in marketing is an important study. According to (Hennig-Thurau, et al., 2001 ) customer loyalty extensively accepted as the main factor that helps companies to reach long term success. Therefore, in marketing context, consumer loyalty is the main goal of companies to achieve. (Hennig-Thurau, et al., 2001) in their research mentions that a student who is loyal to his university supposedly not only taking advantage of the institution but also have to have feeling and positive attitude cognition towards the institution as the basic motivation to behave. In other word, student loyalty supposedly not only giving advantage or benefit for university at the time of their active study at campus but also bigger benefit after their graduation.
One of the important factors to support the process is by using information technology tool such as social media, in this case the utilization of social network at university (Sensus and Napitupulu, 2017) aside from its function as a means to promote product, social media can also be used as a means to interact with consumers. Through a frequently repeated advertisement, update status both information such as announcement, achievements and activity documentation, at least product promotion will be noticed by consumers.
This research reconstructs the previous research conducted by (Erdogmus, and Cicek, 2012) entitled the influence of social media marketing on brand loyalty. However, this research adds image and trust as mediation variable. Considering the indirect influence of social media marketing on loyalty through image mediation variable which is not yet observed by many researchers, and the previous research on both direct and indirect influence was frequently conducted in manufacturer company, thus this research is conducted in university.
The research result of (Erdogmus and Cicek, 2012) shows that social media marketing influences brand loyalty, while the research conducted by (Schivinski et al, 2013) states that marketing communication in social media does not influence consumer's interest of a brand. This inconsistent research result thus creates research gap Rachman, and Napitupulu, 2018) . The research result of (Murtiningsih and AliMurad, 2016) states that brand trust influences brand loyalty. The research conducted by (Bastian, 2014) shows the same result. The research by (Lau and Lee, 1999; Delgado et al, 2005) described that customer loyalty is the main activator of loyalty. The influence of customer trust on customer loyalty studied by (Morgan, and Hunt, 1994) proves that trust will create a positive relation with repeated intention and also loyalty. Moreover, the research done by (Handayani, and Martini, 2015) shows that brand trust influences brand loyalty.
The research result of (Wijaya and Putri, 2013) shows that activities in social media influences the brand image of university. In the research, it explains that the role of social media is very strong in establishing brand image, moreover social media also have role in increasing the brand image of the university. The research result of (Wijaya and Putri, 2013) indicates that the strongest influencer of brand image is shown by community and connectivity role.
The research result of (Pramudyo, 2012; Arwanda et al, 2014; Nurfaizal et al, 2015) shows that image influences loyalty. It is proved by the like and trust feelings shown by the students towards the university where they study. The joyous feeling felt by the students was formed after visiting and studying at the university. This fancy experience therefore becomes their reason to recommend it to other people. Of course it cannot be separated from the effort of the university to continuously create positive image. The research result of Tingkir (2014) proves that brand image influences brand loyalty, and the research result of (Handayani and Martini, 2015) shows that brand image positively influences brand trust. Brand image which is positively perceived by consumer can also influence the formation of positive brand loyalty.
The research result of (Mosavi, and Kenarehfard, 2013a; 2013b) on Samsung and Apple cell phone Company shows that social media marketing influences trust. Social media is a tool used to enhance customer trust that will influence the decision to buy a product.
The research result of (Handayani and Martini, 2015) points that brand image positively influences brand trust, and so does the research result of (Tingkir, 2016) . The better the brand image created by a company, the better the brand trust in the consumer's point of view.
The difference between this research and the previous is: the object of the previous research is limited only in manufacturer and it tests brand image as independent variable that directly influences loyalty, while in this research, brand image have role as mediation variable. Moreover, the targeted respondents of this research are students of Budi Luhur University Jakarta who are at least already on their 4th semester.
The research conducted by (Erdogmus and Cicek, 2012; Murtiningsih and Murad, A., 2016) shows that social media marketing influences brand loyalty. Moreover, the influence of social media marketing on brand loyalty can draw more attention from academic marketing and practitioner in marketing field (Kaplan, A M., and Haenlein, 2009; Coon, 2010; McKee, 2010) . Based on the opinion above, therefore the hypothesis is: H1: Social media marketing influences loyalty.
Based on the research result of Rizal (2014) , it shows that Twitter social media marketing strongly influences the formation of brand image of Restoran Burger Gabooh Pekanbaru. Furthermore, the research conducted by (Roslina, 2010) shows that brand image is formed by various brand identity elements, with advertisement as one of the most important media in giving information to consumers and placing the brand in the consumer's mind. Based on the theory, it can be concluded that social media marketing influences image. Therefore, based on the opinion, the hypothesis is: H2: Social media marketing influences image.
Based on the research result of (Martensen et al., 2000) it shows that institutional image influences customer loyalty. Moreover, according to the research result of (Soneta, 2009 ) it shows that supermarket image influences customer loyalty. Other research result of (Martensen et al, 2000) indicates that institutional image influences customer loyalty. (Abdullah, Al-Nasser, Husain, 2007) also conducted research and it shows that customer loyalty is influenced by service image. Based on the opinion, therefore the hypothesis is: H3: Image influences loyalty.
Based on the concept and the result of the previous research conducted by ( , the purpose of this research is to find out whether social media marketing through image influences loyalty. Based on the explanation above, therefore the hypothesis is: H4: Social media marketing influences loyalty through image.
The result of the research by (Mosavi and Kenarehfard, 2013a; 2013b); (Etemadifard et al, 2013) shows that social media marketing influences brand trust. Social media is a communication and sharing tool that will influence the consumer's decision in buying a product or service if there is trust. Based on this opinion, therefore the hypothesis is: H5: Social media marketing influences trust.
The research of Chow and Holden (1997) was intended to see the linkages between trust and loyalty shows that trust positively and strongly influences loyalty. The research result of (Bastian, 2014) also proves that trust influences loyalty. Based on this opinion, therefore the hypothesis is: H6: Trust influences loyalty.
Based on the research concept by (Mosavi, S.A., and Kenarehfard, 2013a ; 2013b); (Chow et al, 1997; Etemadifard et al, 2013; Bastian, 2014) therefore the purpose of this research is to find out whether social media marketing influences loyalty through trust. Thus, the hypothesis of this research is: H7: Social media marketing influences loyalty through trust.
The research result of (Lau, 1999) shows that brand image helps in developing consumer's trust. Based on this concept, therefore the hypothesis is: H8: Image influences trust
Research Methodology
This research is categorized in explanatory research. The observed object in this research is social media marketing, customer relationship management, competitive advantage, and student loyalty variables, and the research subject is bachelor degree students (S1) of five faculties at Budi Luhur University Jakarta who are at least already on their 4 th semester. Research sample is determined to be 100 plus 10%, therefore the total sample (n) is 110 students. It is determined with consideration that if there are some invalid samples during the collection of the questionnaire, the rest of it will still be able to fulfill the principle of minimum sample measurement. This research uses analysis model Structure Equation Model (SEM) with AMOS (Analysis of Moment Structure) application.
Result & Discussions
The data analysis technique using Structure Equation Modelling (SEM) with Analysis of Moment Structures (AMOS) application is used to analyze the causal relationship between social media marketing, image, trust and student loyalty.
The theoretical model of the research conceptual frame is said to be fit if it is supported by empirical data. The test result of goodness of fit overall model is used to find out whether hypothetical model is supported by empirical data. Goodness of fit model shows that Χ 2 /df = 2.784; GFI = 0.558; CFI = 0.537; TLI = 0.499; PGFI= 0.484; RMSEA = 0.128, since the value of goodness of fit indices has not fulfill the requirement yet, therefore model modification is needed to be done to evaluate the value of loading factor. Modification 1: erasing indicators SoBA12, DC11, DC12, MLB12, SoBA11, UoBA12, AR12,MLB12, BM12, UoBA11, MSC11, because the loading factor is below 0.5Χ 2 /df = 2.830; GFI = 0.644; CFI = 0.685; TLI = 0.642; PGFI= 0.517; RMSEA = 0.130. Modification 2: correlating e1-e2 and e7-e8; Χ2/df = 2.269; GFI = 0.692; CFI = 0.784; TLI = 0.751; PGFI= 0.550; RMSEA = 0.108. Modification 3: correlating e3-e4, and erasing AOSM 12, MLB11, MSC12 because the loading factor is below 0.5. Χ2/df = 2.136; GFI = 0.766; CFI = 0.844; TLI = 0.814; PGFI= 0.576; RMSEA = 0.102. Modification 4: correlating e27-e28; Χ2/df = 1.998; GFI = 0.783; CFI = 0.864 TLI = 0.837; PGFI= 0.585; RMSEA = 0.096. Modification 5: erasing RC 1 and RC 2 because the high MI; Χ2/df = 1.692; GFI = 0.836; CFI = 0.906 TLI = 0.884; PGFI= 0.601; RMSEA = 0.080
The result of CFA shows that the model can be categorized as fit because the value of normed square, RMSEA, PGFI and TLI is already above the cut-off value. Meanwhile, the value of GFI and CFI is already approaching (Hair et al. 2016) . The test result of goodness of fit overall model can be seen in the Figure and Based on the test result of goodness of fit overall on Table 1 above, it can be seen that only four out of eight criteria that fulfill the requirement. According to Arbuckle and Wothke, in (Solimun, 2002) the criteria used to indicate a good model is Chi Square/DF which is less than 2, and RMSEA which is below 0.08. In this research, the value of CMIN/DF and RMSEA fulfilled the cut off value. Therefore, the SEM model in this research is fit and feasible to be used, and thus interpretation can be done for further discussion.
The test result of loading factor value shows that there is no problem found related to the validity of convergent because each indicator already have loading factor value above 0.5 (Ghozali, 2009) .
The Problem related to discriminant validity is not found. It is because the correlation value of each variable is below 0.85 (Hair et al, 2006) . Based on the reliability analysis, it can be seen that all constructs have good reliability. It is because each construct have composite reliability/Cronbach Alpha value above 0.7. The analysis result of the influence of social media marketing on loyalty on Table 5 shows that social media marketing directly influences loyalty. The coefficient of direct influence of social media marketing on brand loyalty is 0.457. This research shows that the higher the intensity of social media marketing usage, the higher the value of loyalty. In contrary, the lower the intensity of social media marketing usage, the lower the value of loyalty Coefficient with positive mark shows that there is a direct relationship between social media marketing and loyalty. It shows that there is adequate empirical evidence to accept hypothesis one (H1). The empirical fact shows that the indicator of social media marketing which is popular content in form of every status updated at university where I study in social media such as Facebook and Twitter; catchy and trending promotion sentence used by university in social media like Facebook and Twitter, are already well-perceived by respondents. This research result shows that it is in line with the research conducted by (Erdogmus and Cicek, 2012; Murtiningsih and Murad, 2016) and (Mehrabi et al, 2014) .
The analysis result of the influence of social media marketing on image on Table 5 shows that social media marketing directly influences image. The coefficient of the direct influence of social media marketing usage intensity on brand loyalty is 0.498. It means that the higher the intensity of social media marketing usage, the higher the value of image. In contrary, the lower intensity of social media marketing usage the lower the value of image will be. Coefficient with positive mark shows that there is direct relationship between social media marketing and image. This indicates that there is adequate empirical evidence to accept hypothesis two (H2). The empirical fact shows that the indicator of social media which is popular content in form of every status updated at university where I study in social media such as Facebook and Twitter; catchy and trending promotion sentence used by university in social media like Facebook and Twitter, are already well-perceived by respondents that it will be able to influence the institutional image of Budi Luhur University Jakarta. This research result shows that it is in line with the research conducted by (Rizal, 2014; Sitepu and Kumadji, 2015) The analysis result of the influence of image on loyalty on Table 5 shows that image directly influences loyalty. The coefficient of the direct influence of image on loyalty is -0,101. This research indicates that the higher the intensity of image usage, the higher the value loyalty. In contrary, the lower the intensity of image usage, the lower the value of loyalty will be. Coefficient with negative mark shows that there is indirect relationship between image and loyalty. This shows that there is adequate empirical evidence to accept hypothesis three (H3). The empirical fact shows that the indicator of image which is favorability of brand advantage in form of the availability of various scholarships offered by the university where I study and the facility given by the university in paying the tuition, are already well-perceived by respondents that it will be able to influence the student loyalty toward the institution, in this case Budi Luhur University Jakarta. The result of this research is in line with the research conducted by (Andreassen et al, 1998; Martensen et al, 2000; Abdullah et al, 2007) .
The analysis result of the influence of social media marketing on loyalty through image on Table 6 shows that image does not mediate the influence of social media marketing on loyalty. The coefficient of direct influence of social media marketing on brand loyalty is 0.498 and the direct influence of image on loyalty is 0,445, while the value of indirect influence of social media marketing on loyalty through image is 0,221. This research shows that image variable does not have role in mediating the influence of social media marketing on loyalty. This shows adequate empirical evidence not to accept hypothesis four (H4).
The analysis result of the influence of social media marketing on trust on Table 5 shows that social media marketing indirectly influences trust. The coefficient of direct influence of social media marketing on trust is 0.210. This research indicates that the higher the intensity of social media marketing usage, the higher the value of trust. In contrary, the lower the intensity of social media marketing usage, the lower the value of trust will be. Coefficient with positive mark shows that there is direct relationship between social media marketing and trust. This shows that there is adequate empirical evidence to accept hypothesis five (H5). The empirical fact shows that the indicator of social media marketing which is popular content in form of every status updated at university where I study in social media such as Facebook and Twitter; catchy and trending promotion sentence used by university in social media like Facebook and Twitter, are not well-perceived by respondents, therefore it is not able to influence student trust in Budi Luhur University Jakarta. This research result shows that it research is not in line with the research conducted by (Mosavi, S.A., and Kenarehfard, 2013a; 2013b) .
The analysis result of the influence of trust on loyalty on Table 5 shows that trust directly influences loyalty. The coefficient of direct influence of trust on loyalty is 0.414. This research indicates that the higher the intensity of trust usage, the higher the value of loyalty. In contrary, the lower the intensity of trust usage, the lower the value of loyalty will be. Coefficient with positive mark shows that there is direct relationship between trust and loyalty. This shows that there is adequate empirical evidence to accept hypothesis six (H6). The empirical fact shows that the indicator of trust which is acting with integrity, in form of the politeness shown by the teaching staff and also employees of the university, and the ability of the university to provide comfort during the learning process are already well-perceived by the respondents that it will be able to influence the student loyalty in Budi Luhur University Jakarta. This research result shows that it is in line with the research conducted by (Selnes, 1998) .
The analysis result of the influence of social media marketing on loyalty through image on Table 6 indicates that trust does not mediate the influence of social media marketing on loyalty. The coefficient of direct influence of social media marketing on image is 0.210 and direct influence of trust on loyalty is 0.414, while the value of indirect influence of social media marketing on loyalty through image is 0.086. This result means that trust variable does not have role in mediating the influence of social media marketing on loyalty. It shows that there is adequate empirical evidence not to accept hypothesis seven (H7).
The analysis result of the influence of trust on loyalty on Table 4 .5 shows that trust directly influences loyalty. Coefficient of direct influence of trust on loyalty is 0.414. This result means that the higher the image, the higher the value of trust. In contrary, the lower the intensity of trust usage, the lower the value of loyalty will be. Coefficient with positive mark indicates that there is direct relationship between trust and loyalty. This shows that there is adequate empirical evidence to accept hypothesis eight (H8). The empirical fact shows that the indicator of image variable which is brand advantage (Favorability of Brand Association) in form of the various scholarships offered by the university where I study is already wellperceived by the respondents, especially the students of Budi Luhur University Jakarta. Meanwhile, for item the university where I study provides facility in paying the tuition still needs more attention. This research result shows that it is in line with the research conducted by (Lau, 1999) .
Recommendation of this research is for the administrator of private universities in Jakarta to focus more in observing the social media marketing by understanding the application of popular content in various social media used. Dominant contribution in reflecting image variable that is the item Budi Luhur Univeristy Jakarta provides facility for the students, is not yet well-perceived by the respondents. Thus, the administrator of Budi Luhur Univeristy should give more attention in fulfilling the students' need such as providing facility for students to pay their school fee, while in the other hand, keep trying to increase the favorability of brand association. Achieving result (fulfilling promise to the students) has an important contribution in reflecting trust and it still needs to be improved. The administrator of Budi Luhur University also need to provide facility for students to process the study card plan (KRS) online, such as minimized network trouble during the online study card plan process. Budi Luhur University is a commercial institution in education field, therefore it is expected that the administrators are more intense and optimal in utilizing the usage of social media marketing in promoting the university.
This research focuses on the influence of social media marketing on student loyalty with the mediation of image and trust with no regard to other variable, thus other variables such as service quality, brand equity, brand awareness are needed to find out the intensity social media marketing utilization on brand loyalty. Further research is expected to add more samples and also broaden the research object that relevant to the research topic.
Conclusion
Based on the discussion result, contribution and research result findings, the configuration of conceptual frame as in the research model, then the conclusion of the research can be specifically drawn as follow: Social media marketing can directly influence the enhancement of student loyalty. Social media marketing can influence the enhancement of institutional image. A better institutional image can influence the enhancement of loyalty. Apparently, image does not have role in mediating the influence of social media marketing on student loyalty. Social media marketing is not yet able to influence the enhancement of trust. Apparently, trust is able to influence the enhancement of student loyalty. Trust does not have role in mediating the influence of social media marketing on the enhancement of student loyalty. Image is able to influence the enhancement of trust.
